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LQFOXLQGRPHVWUDGRV H SURJUDPDV GRXWRUDLV (VWD
FUHVFHQWHLPSRUWkQFLDFLHQWt¿FDGRFDPSRTXHLQWHJUD
RHVWXGRGDFRPXQLFDomRFRPRXPDSUiWLFDVRFLDOHP




WHyULFRVGH UHIHUrQFLDGHVWD iUHDGH HVWXGR"2UD IRL
HVWDTXHVWmRTXHGHVHQFDGHRXDQRVVDLQYHVWLJDomRTXH
SUHWHQGHDVVLPUHÀHWLUVREUHRHVWDGRGDDUWHGHVWH





Palavras-chave: Comunicação Estratégica; 




2 HVWXGR DFDGpPLFR GD FRPXQLFDomR QDV
RUJDQL]Do}HVHVWHYHVHPSUHIUDJPHQWDGR+ROW]DKDXVHQ
	 =HUIDVV  (P SDUWH GHYLGR D XPD JpQHVH
LQWHUGLVFLSOLQDUFRPRRVHVWXGRVGH&LrQFLDV6RFLDLVH
+XPDQLGDGHVRXRV*HVWmRH0DUNHWLQJHQWUHRXWURV
H HPSDUWH SRUTXH DOJXQV GRV VHXV SDUDGLJPDV GH
UHIHUrQFLDWHUHPHPHUJLGRGDSUiWLFDSDUDDDFDGHPLDH
QmRHPVHQWLGRLQYHUVR
&RQYpP GHVGH Mi DYDQoDU TXH SRVWXODPRV
D YLVmR GD FRPXQLFDomR QDV RUJDQL]Do}HV D SDUWLU
GRV HVWXGRV HP&LrQFLDV GD &RPXQLFDomR RX VHMD
HQWHQGHPRVRIHQyPHQRFRPRSUiWLFDVRFLDOHPFRQWH[WR
RUJDQL]DFLRQDO(TXHGHFLGLPRVDSyVLQWHQVDSHVTXLVD
H DQiOLVH DGRWDU R WHUPR&RPXQLFDomR(VWUDWpJLFD
FRPR R FRQFHLWR DJOXWLQDGRU GRV YiULRV SDUDGLJPDV
TXH FDUDWHUL]DP D LQYHVWLJDomR GD FRPXQLFDomRQDV
RUJDQL]Do}HV&RQVLGHUDQGRDTXL R UHVXOWDGRGHXPD
GLVFXVVmR HQWUH DFDGpPLFRV HSUR¿VVLRQDLV HP1RYD
,RUTXH TXHSURSXVHUDPDGH¿QLomRGH&RPXQLFDomR
(VWUDWpJLFD FRPR ³R XVR GD FRPXQLFDomR GH IRUPD
LQWHQFLRQDOSDUDDWLQJLURVREMHWLYRVRUJDQL]DFLRQDLV´





2UD D iUHD GD&RPXQLFDomR(VWUDWpJLFD WHP
FUHVFLGRQRV ~OWLPRV DQRV GDQGR RULJHPD GLYHUVRV
SURJUDPDV GH IRUPDomR HP LQVWLWXLo}HV GR HQVLQR
VXSHULRU3RUWXJXHVDVLQFOXLQGRPHVWUDGRVHSURJUDPDV
GRXWRUDLV (VWD FUHVFHQWH LPSRUWkQFLD FLHQWtILFD GR
FDPSR FRQGX]LX WDPEpP j DGRomR GH GLIHUHQWHV
WUDGLo}HVGHLQYHVWLJDomR(SDUDFRQKHFHURHVWDGRGD
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GH WUrVYDULiYHLV LGHLDVELEOLRJUD¿DVH LQVWLWXLo}HV (
H[DPLQDPRVHVVDVYDULiYHLV QDVTXDWURiUHDVGHHVWXGR
TXH+DOODKDQLQWHJUDQRFDPSRGD&RPXQLFDomR
(VWUDWpJLFD  &RPXQLFDomR 2UJDQL]DFLRQDO 
5HODo}HV3~EOLFDV&RPXQLFDomR&RUSRUDWLYDH
&RPXQLFDomR GH1HJyFLRV  e QRVVR HQWHQGLPHQWR
TXH DQWHV GH XP HVTXHPD GH GRPLQDomR RX GH
GLVWDQFLDPHQWRDVTXDWURiUHDVUHIHULGDVFRUUHVSRQGHP
D TXDWUR SDUDGLJPDV TXH SRGHPDMXGDU D HQWHQGHU
RV IHQyPHQRV GH &RPXQLFDomR (VWUDWpJLFD FRPR
H[SOLFDUHPRVGHVHJXLGD
1.1 Comunicação Organizacional 
2SDUDGLJPDGD&RPXQLFDomR2UJDQL]DFLRQDO
GHX RV VHXV SULPHLURV SDVVRV HQTXDQWR GLVFLSOLQD
FLHQWt¿FD HQWUH  H   RTXH5HGGLQJV FKDPD
“the seminal years” -,LQVSLUDGRQDVWUDGLo}HVUHWyULFDV






As abordagens normativas SURFXUDP DV
OHLV JHUDLV GH IXQFLRQDPHQWR GD FRPXQLFDomR QDV
RUJDQL]Do}HVFRPRGHPRQVWUDPRVWUDEDOKRVGH%XUUHOO
H0RUJDQ-DEOLQ6XOOLYDQH7D\ORU
6LDV H -DEOLQ  RX ,QIDQWH HW DO  RXWUDV
LQYHVWLJDo}HV GHVWD QDWXUH]D SDUWHPGD WHRULD JHUDO
GRV VLVWHPDV H FRQVLGHUDPDTXH FRPXQLFDomR p XP
HOHPHQWR FHQWUDO DR SURFHVVRGH RUJDQL]DU FRPRRV
HVWXGRVGH:HLFN(YHUHWWRX0RQJHet al.
HDLQGDRXWUDVSHVTXLVDVQRUPDWLYDVH[DPLQDPR
  $JUDGHFHPRV DV GLVFXVV}HV FRP )LQQ
)UDQGVHQH:LQQL-RKDQVHQGD8QLYHUVLGDGHGH$DUKXV
'LQDPDUFD DVVLP FRPR RV VHXV DSRUWHV H insights
QR kPELWR GH XP HQFRQWUR DFDGpPLFR DYDQoDGR HP
&RPXQLFDomR(VWUDWpJLFDHP0DLRGHHP$DUKXV
DOJXQVGRVTXDLVVHUHÀHFWHPQHVWDSURSRVWDHHVWXGR
$ QRVVD SDUWLFLSDomR QHVWH HQFRQWUR HVWLPXORX H
PRWLYRX D UHDOL]DomR GHVWH HVWXGR FRQWULEXtQGR FRP
R TXH RV PHVPRV DFDGpPLFRV FRQVLGHUDP VHU SDVVRV
LPSULVFLQGtYHLVjLQVWLWXFLRQDOL]DomRGDjUHDGHHVWXGR














 3RROH H0F3KHH  6PLWK H (LVHQEHUJ















GHVHQYROYLGDVSRU YiULRV DXWRUHV DWUDYpVGRSULQFtSLR
IXQGDPHQWDO GH TXH DComunicação Constitui a 
Organização (CCO - Communication Constitutes 
Organization Principle)
5HILUDVH DLQGD TXH FRPXQLGDGH FLHQWtILFD
GD &RPXQLFDomR2UJDQL]DFLRQDO WHP RV VHXVPHLRV
GH GLYXOJDomR SUySULRV FRPR D UHFRQKHFLGD UHYLVWD
The organizational Management Communication 
Quarterly,HHYHQWRVLQWHUQDFLRQDLVGHUHIHUrQFLDFRPR
RV RUJDQL]DGRV SHODV International Communication 
Association (ICA), National Communication Association 
(USA), Organizational Communication Mini Conference, 
European Group of Organization Scholars (EGOS) e 
SHOD European Communication Research and Education 
Association (ECREA) 1HVWHV FRQWH[WRV SRGHPRV
HQFRQWUDURV WUDEDOKRVGR FRQMXQWRGH LQYHVWLJDGRUHV






GH LQYHVWLJDomRGDPardue University, University of 
Colorado Boulder e da UC Santa Barbara.
5HODo}HV3~EOLFDV
2 SDUDGLJPD GDV 5HODo}HV 3~EOLFDV HVWi
JOREDOPHQWHPDUFDGRSHOR WUDEDOKRGH-DPHV*UXQLJ
H SHOD VXDTeoria da Excelência  DSHVDU GH
SRGHUPRV FRQVLGHUDU TXH D HVFROD DPHULFDQD WHYH
DV VXDV RULJHQV QR LQtFLR GR VpFXOR;; DWUDYpV GDV
UHIOH[}HV GH (GZDUG%HUQD\V ,Y\ /HH H -RKQ+LOO
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VRFLROyJLFDV DPDLRU SDUWH GDV YH]HV D SDUWLU GH
DSUR[LPDo}HV j WHRULD GRV VLVWHPDV H D SHUVSHWLYDV
IXQFLRQDOLVWDV&RQWXGRMiQR¿QDOGRVpF;;DVREUDV
Public Relations I and II  GH &DUO %RWDQ H 9LQFHQW
+D]OHWRQHPDWHVWDPRDSDUHFLPHQWRGHWUDEDOKRV
GLULJLGRVDRGHVHQYROYLPHQWRGH WHRULDQRFDPSR HD
HGLomRGH+HDWKH7RWK Rhetorical and critical 




&RQWLQXDQGR HVVD IXJD DR GRPtQLR DQJOR
VD[yQLFRRManifesto de BledHPLQVWLWXFLRQDOL]D
XPD DERUGDJHP (XURSHLD GDV 5HODo}HV 3~EOLFDV
SHOD DSUR[LPDomR GHVWDV DR FRQFHLWR GH JHVWmR GD
FRPXQLFDomRUHÀHWLQGRXPDLQÀXrQFLDGRWUDEDOKRGH
6XVDQQH+ROVWU|PHGDDERUGDJHPUHÀH[LYDGDV53-i
D7HRULDGD&RQ¿DQoD3~EOLFD±Theorie des Öffentliches 













FDPSR GH HVWXGR VmR DPublic Relations Review
Journal of Public Relations ResearchRPublic Relations 
Inquiry e o Communication Management Quaterly (que 
FRQVLGHUDPRVVHUXPKtEULGRHQWUH53H&RPXQLFDomR
&RUSRUDWLYD4XDQWRjV FRQIHUrQFLDV DQXDLV FRQYpP
UHIHULURV HYHQWRVGD Internacional Commmunication 
Association (ICA), da National Communication 
Association (USA)a International Public Relations 
Research Conference (IPRRC) GDEuropean Public 
Relations Education and Research Association 
(EUPRERA) e da European Communication Research 
and Education Association (ECREA).7DPEpPH[LVWHP
DVVRFLDo}HVSUR¿VVLRQDLV LQWHUQDFLRQDLV FRPRDPublic
Relations Society of América 356$ D International 
Association of Business Communicators (IABC) e a 
Association of Communication Directors (Europe)
$8QLYHUVLGDGH GH0DU\ODQG H R Center for Global 
Public RelationV VmRRVPDLV UHFRQKHFLGRV FHQWURVGH
LQYHVWLJDomR
1.3 Comunicação Corporativa 









(XURSHLDDSDODYUD ³FRUSRUDomR´ VH UHIHUHDGLIHUHQWHV
IRUPDVRUJDQL]DFLRQDLVHpXVDGDSRUUHIHUrQFLDjSDODYUD
³FRUSXV´GR/DWLPTXHVLJQL¿FD³FRUSR´
$ WHRULD GH $UJHQWL  FRQVLGHUD D
&RPXQLFDomR&RUSRUDWLYDFRPRXPDiUHDIXQFLRQDOGD
















2V FRQFHLWRV IXQGDPHQWDLV GR SDUDGLJPDGD
&RPXQLFDomR &RUSRUDWLYD VmR SRU FRQVHJXLQWH D




 TXH VXJHUHPTXH HP YH] GH HVFROKHU HQWUH
LGHQWLGDGH RUJDQL]DFLRQDO H LGHQWLGDGH FRUSRUDWLYD
GHYHUtDPRV FRPELQDU RV HQWHQGLPHQWRV RIHUHFLGRV
SRU WRGDV DV GLVFLSOLQDVQXPFRQFHLWR GH LGHQWLGDGH
~QLFRGH¿QLGRFRPRRQtYHOGHDQiOLVHRUJDQL]DFLRQDO
&RUQHOLVVHQ SRU VHX ODGRGHIHQGHDGLVWLQomR
HQWUH DPERV RV FRQFHLWRV VHQGR TXH D LGHQWLGDGH
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stakeholders HD LGHQWLGDGHRUJDQL]DFLRQDO pRSDGUmR
GHVLJQL¿FDGRHGHSURGXomRGHVHQWLGRGRVLQGLYtGXRV
GHQWURGDRUJDQL]DomR
$V WHRULDVPHQFLRQDGDV ID]HP VREUHVVDLU QR
HQWDQWR XP FULWLFDGR HQWHQGLPHQWR GD RUJDQL]DomR
FRPR contentora GH FRPXQLFDomR$OJR TXH=HUIDVV
 SURFXUD VXSHUDU GHVHQYROYHQGR DTeoria 
GD &RPXQLFDomR &RUSRUDWLYD H 5HODo}HV 3~EOLFDV
TXH GHVDILD HVWD YLVmR DR FRQVLGHUDU D SHUVSHWLYD











SXEOLFDP QR Corporate Communications: An 
international JournalQRCommunication Management 
Quaterly e no Journal of Strategic Communication
HPERUD FRQVLGHUHPRV RV GRLV ~OWLPRV FRPR XP
KtEULGRHQWUHDV53HD&RPXQLFDomR&RUSRUDWLYD2V
DFDGpPLFRV D WUDEDOKDUQHVWHSDUDGLJPD HQFRQWUDP
se na The Academics International Corporate and 
Marketing Communications ConferenceQDConference 
on Corporate CommunicationRUJDQL]DGDSHODCorporate 
Communication InternationalTXHHPFRQMXQWRFRPR
Centre for Corporate CommunicationGD8QLYHUVLGDGH
GH5RWHUGmRRCentre for Corporate Communication
GD8QLYHUVLGDGHGH$DUKXV HRCentre for Corporate 
Communication GD%,1RUZHJLDQ%XVLQHVV6FKRROID]HP
LQYHVWLJDomRFRQWtQXDQHVWHSDUDGLJPD2VDFDGpPLFRV





1.4 Comunicação de Negócio
2 SDUDGLJPD GD &RPXQLFDomR GH 1HJyFLR
GHVHQYROYHXVHQRVHLRGHYiULDVDVVRFLDo}HVFRPRThe
Better Letters  DNational Association of Teachers of 
Advertising e a National Association of Teachers of 
Marketing,HQWUHEHPFRPRDSyVDFULDomRHP
da Association of College Teachers of Business Writing
0DLV WDUGH HP  HVWD~OWLPDDOWHURXR VHXQRPH
SDUDAmerican Business Communication Association
HHPGHXVHD LQWHUQDFLRQDOL]DomRFRPDFULDomR






XPD FRPXQLFDomR FRPHUFLDO HVSHFLDOL]DGD(VWD iUHD
DSUHVHQWDXPDSHUVSHWLYDSUDJPiWLFDHXWLOLWiULDHGHGLFD
VHDRHVWXGRGDOLQJXDJHPHFRQyPLFR¿QDQFHLUDGHTXH




HVWDWXWRGHciência prática 5HLQVFK 3RURXWUR
ODGR WUDWDVHGHXPSDUDGLJPD FRP IRUWH LQÀXrQFLD
GD OLQJXtVWLFD DSOLFDGD 2V VHXV FRQFHLWRV FHQWUDLV
VmRD FRPXQLFDomRQR ORFDOGH WUDEDOKR D OLQJXDJHP
HPSUHVDULDO D SROtWLFD GD OLQJXDJHP RX DV OtQJXDV
IUDQFDV$ERUGDDLQGDDVVXQWRVFRPRDFRUUHVSRQGrQFLD
GH QHJyFLRV UHXQL}HV H DWDV QHJRFLDomR JpQHURV




1HJyFLR VmR HQWUH RXWURV$QQH.DQNDDUDQWD$QQH





VHQD FRQIHUrQFLD DQXDO GDAssociation for Business 
Communication$%&TXHYDLQDVXDHGLomRSDUD
DOpP GH SDUWLOKDUHP H[SHULrQFLDV QDV FRQIHUrQFLDV
UHJLRQDLV FRPR DABC Europe, TXH WHYH LQtFLR HP
+HOVtQTXLD HP  1mR H[LVWHP LQVWLWXWRV GH
LQYHVWLJDomRDVVRFLDGRVVHQGRD$%&D~QLFDDVVRFLDomR
SUR¿VVLRQDOTXHGHDFRUGRFRPHPDLOGH$EULOGH
SDUD RVPHPEURV YDLPXGDUGHQRPH HPEUHYH2V
UHSUHVHQWDQWHVGHVWDSHUVSHWLYDSXEOLFDPQRBusiness 
Communication Quaterly TXH D SDUWLU GR SUy[LPR
DQR VHUi GHQRPLQDGRBusiness and Professional 
Communication Quarterly),  no Journal of Business 
CommunicationTXHDSDUWLUGHVHUiGHQRPLQDGR
International Journal od Business Communication ) e 
no Journal of Business and Technical Communication
2. Metodologia e Recolha de Dados
2 HVWXGR GD SUHVHQoD GDV WUDGLo}HV WHyULFDV
LQWHJUDQWHVGD&RPXQLFDomR(VWUDWpJLFDQDVLQVWLWXLo}HV
GH HQVLQR VXSHULRU HP 3RUWXJDO SDUWLX GRV GDGRV
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VH FXUVRVGHGRXWRUDPHQWR GHPHVWUDGR H GH
OLFHQFLDWXUD
&RP EDVH QD LQIRUPDomR VREUH R FRQWDFWR
HOHWUyQLFR GHVVDV LQVWLWXLo}HV VHXV GRFHQWHV HRX
GLUHWRUHVGHFXUVRIRLHQYLDGRXPSULPHLURHPDLOFRQYLWH
SDUD UHVSRVWDDR LQTXpULWR2 LQTXpULWR IRLGHVHQKDGR





FDWHJRULDVQmRKLHUDUTXL]DGDV H UHODWLYDV D FRQFHLWRV
PDQXDLVHDXWRUHVYHUWDEHODQ
Tabela n.º 1: Listas de escolha múltipla 
apresentadas no inquérito
Manuais/Conceitos/Autores






4XDLVGRV VHJXLQWHVDVSHWRVPDQXDLV H DXWRUHV HVWmR
LQFOXtGRVQRSURJUDPDFXUULFXODU"
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$ WD[D GH UHVSRVWD IRL GH  RX VHMD
UHVSRQGHUDP DR LQTXpULWR  LQVWLWXLo}HV GDV 
FRQWDFWDGDV ( RV UHVSRQGHQWHV LQFOXtUDP UHJHQWHV
GHGLVFLSOLQDV HVSHFLDOL]DGDVRXGLUHWRUHVGH FXUVRGH
 XQLYHUVLGDGHV S~EOLFDV  SROLWpFQLFRV S~EOLFRV 
XQLYHUVLGDGHVSULYDGDVHSROLWpFQLFRVSULYDGRV
3. Os quatro paradigmas e o ensino em 
Portugal (RQ4)





























GRV SDUDGLJPDV FLHQWtILFRV 3RU H[HPSOR WRGDV DV
XQLYHUVLGDGHV UHVSRQGHQWHV UHJLVWDP D SUHVHQoD GR
SDUDGLJPDGH5HODo}HV3~EOLFDV H  UHIHUHPR GH
&RPXQLFDomR2UJDQL]DFLRQDO H&RUSRUDWLYD2HQVLQR
SROLWpFQLFRSULYDGR DSUHVHQWD RV YDORUHV FRPPHQRU
UHFRQKHFLPHQWRGRVSDUDGLJPDV
 Tabela n.º 2: Presença dos Paradigmas no ensino 
superior Português (números absolutos)
)RQWH,OXVWUDomRSUySULDDSDUWLUGRVGDGRVUHFROKLGRV








role theory H R FRQFHLWR GD dominant coalition
MXQWDPHQWH FRPDsituational theories of publics and 










RGHVWDTXHpSDUDRVThe handbook of organizational 
communication (HVHJXLGRVGDVXE
GLVFLSOLQDGRGLVFXUVRRUJDQL]DFLRQDO2V DFDGpPLFRV
PDLV UHOHYDQWHVSDUDD iUHD HP3RUWXJDO VmR6WDQOH\
'HHW] H/LQGD3XWQDP2PDQXDOPDLVXVDGR p RGH
0LOOHU  HPERUD FRQVLGHUHPRV RHandbook of 
Organizational Communication XPPDQXDO FRP
OLWHUDWXUDSULPiULD
2V FRQFHLWRV GR SDUDGLJPD GH&RPXQLFDomR
&RUSRUDWLYDPDLVSUHVHQWHVVmRDLGHQWLGDGHDLPDJHP
e os stakeholders, FRPXPDSHQHWUDomRHQWUHH
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L SRU FHQWR(PERUD HPDOJXQVGRV HVWDEHOHFLPHQWRV
DSDUHQWHPHQWH VHMDPXVDGDVGH¿QLo}HVTXHQmR VmR
SURYHQLHQWHVGH OLWHUDWXUDSULPiULD GHVWH SDUDGLJPD
FLHQWt¿FRPDVTXH UHVXOWDPDQWHVGHXPDGHVFULomR



















2UJDQL]DFLRQDO RVPDQXDLV GH0RGDII H 'H:LQH
 HGH3DSD'DQLHOV H6SLNHU QmRHVWmR
SUHVHQWHV QR HQVLQR HP3RUWXJDO (QTXDQWR0HWWH























VHQGR GHVWH SDUDGLJPD XPD YH] TXH RV DXWRUHV TXH














SDUD GLVFXWLU DV IURQWHLUDV HQWUH D &RPXQLFDomR
2UJDQL]DFLRQDOHDV5HODo}HV3~EOLFDVQXPDMRUQDGDFRP
DLQWHUYHQomRGHDFDGpPLFRVGHYiULRVHVWDEHOHFLPHQWRV







2UD HVWH HVWXGR WHVWD SUHFLVDPHQWH HVVD
SRVVLELOLGDGH GH WRPDUPRV R WHUPR &RPXQLFDomR
(VWUDWpJLFD HQTXDQWR FRQFHLWR DJOXWLQDGRUGH YiULRV
SDUDGLJPDV FRPR VDtGD SRVVtYHO SDUD HVWH LPSDVVH
$ &RPXQLFDomR (VWUDWpJLFD UHIHULQGRVH DR XVR
LQWHQFLRQDO GD FRPXQLFDomR SDUD DWLQJLU REMHWLYRV
RUJDQL]DFLRQDLVSRGHUiDVVLP UHSUHVHQWDUXPFDPSR
PDLRURQGHFDEHPRHQVLQRHRVHVWXGRVGH&RPXQLFDomR
2UJDQL]DFLRQDO 5HODo}HV 3~EOLFDV &RPXQLFDomR
&RUSRUDWLYDH&RPXQLFDomRGH1HJyFLR&RPXQLFDomR
2UJDQL]DFLRQDO UHIHUHVHj FRPXQLFDomRde, para e na
RUJDQL]DomRDVVLPFRPRRVHXQtYHOPHWDFRPXQLFDWLYR
$V 5HODo}HV 3~EOLFDV GHGLFDPVH j UHODomR HQWUH






(VWD SRVVLELOLGDGH p DOLiV UHIRUoDGD SHORV
QRVVRV GDGRV HPStULFRV SDUD R FDVR 3RUWXJXrV2V
TXDWUR SDUDGLJPDV WHyULFRV TXH VHJXQGR+DOODKDQ
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TXH D GLYLVmR SDUDGLJPiWLFD SURSRVWD QmR p XVDGD
GH IRUPD ULJRURVDSHORVSURIHVVRUHV H LQYHVWLJDGRUHV
3RUWXJXHVHVTXHSDUHFHPUHFRUUHUDRVPDQXDLVFRQFHLWRV
HELEOLRJUD¿DGH DFRUGR FRPDV VXDVQHFHVVLGDGHVGH
FRPSUHHQVmR H H[SOLFDomR GD UHDOLGDGH VRFLDO ( WDO
SRGHDEULU FDPLQKRj DGRomRGHXPDRXWUD FDWHJRULD
SDUD FODVVLILFDU HVWD iUHD FLHQWtILFD LQWHUHVVDGD QR
HVWXGRDFDGpPLFRGDFRPXQLFDomRQDVRUJDQL]Do}HV±
HPSUHVDVH LQVWLWXLo}HV±HTXHVHMDFDSD]GHDJUHJDU
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